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Abstract 
Tourism is one of world’s largest and fastest growing industries in many countries. It also applies 
to Kenya, where tourism is one of the fastest growing economic sectors of the country and the 
second largest source of foreign exchange earner after agriculture. In an increasingly competitive 
international tourism market with emerging new destinations, mature destinations can gain a 
competitive advantage through repeat visitation (Jang & Feng, 2007), and many studies suggest 
that destination competitiveness depends on destination specific attributes and visitor 
satisfaction. This study sought to investigate the role of destination attributes and visitor 
satisfaction on tourist repeat visit intentions to Lake Nakuru National Park, Kenya. The results of 
this research show that some of the park’s destination attributes affected visitor satisfaction, and 
a positive influence was found between tourist satisfaction and repeat visit intentions to Lake 
Nakuru National Park. Based on the results, recommendations are made for the park to be 
successful and efficient in the competitive market place for international tourism.  
 
1.0 Introduction 
Tourism is an important driving force for regional economic development since it contributes to 
the employment generation and the enrichment of many related industries (San Martin & 
Rodriguez del Bosque, 2008). Gitelson & Crompton (1994) claim that many communities are 
dependent on tourism as a significant contributor to the local economy. To be able to maintain 
their economy that is based on tourism, they tend to try hard to attract more repeat visitors as the 
global market gets competitive. The desire to encourage repeat visitation is also evidenced by 
studies which have suggested that attracting new visitors costs five times more than maintaining 
repeat visitors because it involves higher investment in promotional efforts (Zeithaml, Berry, 
Parasuraman, 1996). In an increasingly competitive international tourism market with emerging 
new destinations, mature destinations can gain a competitive advantage through repeat visitation. 
In addition, repeat visitors are a stable market for a destination and they provide costless 
advertisement through word of mouth recommendations to their family and friends (Reid & 
Reid, 1993). 
2 REPEAT VISIT INTENTIONS 
According to Dann (1981), destination attributes (such as destinations’ price, climate, culture, 
etc.) determine a tourist’s decision of “where to travel.” Destination attributes are thought of as 
extrinsic motivators, and different destinations have different attributes. Individuals are not only 
motivated to travel by unique intrinsic motivators, but they are also attracted to the destination 
based on the nature of the experience and its unique attributes. Destination attributes can pull one 
to some of the tourism supply components such as attractions or destinations. In fact, a 
destination’s features or attributes themselves have no inherent meaning to tourists. Rather, they 
gain the meaning or significance through the consequences they are perceived to provide or help 
one avoid (Klenosky, 2002). Thus, tourists’ satisfaction with a destination and decision on future 
destination selection can be influenced by their perception of the destination’s attributes. 
 
To promote repeat visits to a destination, it is important to know the determinants of their 
intention to return. In doing so, the factors influencing this variable can be examined and 
improved in order to increase the number of repeat visits at a destination. For example, many 
tourism researches have shown that there is a positive relationship between satisfaction and 
tourist revisit intentions (Chi & Qu, 2008; Kim, Vogt, & Rummel, 2007). They assert that 
understanding the needs and wants of a visitor in the hotel and tourism industry leads to success 
in accomplishing visitor satisfaction, which also leads to repeat purchase, intention to revisit, and 
potential for increased future patronage to the hotel and the destinations. In fact, these authors 
have considered visitor satisfaction as the most critical factor contributing to increased retention 
rates for tourist patronage, loyalty, and acquisition, which, in turn, helps tourism destinations 
realize their economic goals as tourist numbers and revenue are increased. 
 
The major question then is “Does certain environmental and cultural attributes of a destination 
make tourists satisfied when they visit?”, and “Is visitor satisfaction an important concept that 
should be examined to infer about visitors’ revisit intentions?” Answers to these questions are 
the focal point of success for many destinations. Understanding these important constructs 
affecting tourists’ intention to revisit will provide destinations with better understanding of what 
they need to do to satisfy and encourage repeat visits to Lake Nakuru National Park. To this end, 
this study examined the roles that the Lake’s attributes and visitor satisfaction play in revisit 
intentions.   
 
2.0 Methods 
The study was carried out at Lake Nakuru National Park within Nakuru County in the Republic 
of Kenya. Tourism in Kenya is considered as an appropriate tool for economic development 
since the area provides attractive climate, and unique natural, cultural and scenic resources. Lake 
Nakuru National Park is located on the outskirts of Nakuru town, 160 kilometers (km) of north-
west of Nairobi in the heart of the Great Rift Valley. It covers 188 km
2
 of land of great 
ecological diversity from lake water, woodland, bush grassland, to rocky ridges. The Park is the 
second largest National Park in the country in terms of revenue generation ($4.5 million from 
entry fee in 2012), receiving about 200,000 domestic and international visitors per year (Kenya 
Safari Holidays, 2012). 
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An on-site questionnaire survey was conducted of a sample of 420 visitors. The data collection 
was performed between March 18 and April 1 in 2013, according to the systematic random 
sampling process at the point of entry into Lake Nakuru National Park. Specifically, every 6
th
 
visitor entering the park was asked to participate in the study, who voluntarily answered a five 
page self-administered questionnaire. If need be, individuals were assisted in Kiswahili which it 
is a common language used in Kenya. The respondents were asked to drop them off as they 
exited the park where the trained research assistants were present to collect the completed 
questionnaires.  Four hundred and twenty people agreed to participate in this study out of 450 
that were asked to participate. Overall, 405 questionnaires were returned out of 420 
questionnaires distributed. Of the 405 questionnaires that were collected, 5 were incomplete and 
could not be used in the analysis. Therefore, 400 questionnaires were coded and entered in SPSS 
for analysis, and overall response rate was 93.3%.  
 
3.0 Results 
This section presents the findings of this study, and is organized by each construct and the 
relationships among the constructs. Overall, 41.8% of the respondents visited the park on 
vacation, followed by 27.8% visiting on educational purposes, 15.5% on business, and 6.8% 
visiting friends and relatives. 52% of the respondents were visiting the park for the first time, 
while only 7.3% of the respondents visited the park five times or more including the current visit. 
 
3.1 Destination Attributes of Lake Nakuru National Park, Kenya 
The respondents were asked to state how much each of the stated attributes of the park affected 
their visit to the park (See Table 1).  
 
Table 1 
Destination Attributes that Affect Visitors on Their Decision to Visit the Park (n=400) 
 Strongly 
Disagree 
 Neutral  Strongly 
Agree 
Mean S.D. 
Cost/price level in the area 18.50 3.00 26.80 10.50 41.30 3.53 1.50 
Weather/ climate 24.00 7.00 26.00 16.00 26.60 3.13 1.51 
Natural attractions/scenery 24.30 11.00 29.00 14.80 21.00 2.97 1.44 
Tourist sites/activities offered in 
the area 
20.50 13.50 32.30 16.50 17.30 2.97 1.35 
Exotic atmosphere 23.00 14.30 31.50 14.00 17.30 2.88 1.37 
Hospitality/ 
friendliness/receptiveness 
26.00 7.80 33.50 17.80 15.00 
2.88 
1.37 
Accessibility 26.50 14.00 26.00 16.50 17.00 2.84 1.42 
Quality of service 26.80 12.30 30.30 15.00 15.80 2.81 1.39 
Local 
infrastructure/transportation 
25.50 10.50 33.50 20.00 10.50 
2.80 
1.31 
Wilderness/remoteness 29.50 10.50 29.80 11.80 18.50 2.79 1.45 
Personal safety 29.00 12.50 31.30 15.50 11.80 2.69 1.35 
Lack of language barrier 31.80 15.00 26.80 11.50 15.00 2.63 1.42 
Opportunity for adventure 31.80 16.00 25.50 15.30 11.50 2.59 1.37 
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 Strongly 
Disagree 
 Neutral  Strongly 
Agree 
Mean S.D. 
Restful/relaxing 30.00 16.80 31.80 12.50 9.00 2.54 1.28 
Fame/reputation 37.80 12.50 24.50 12.80 12.50 2.50 1.42 
Different customs/culture 38.00 11.50 29.50 12.30 8.80 2.42 1.33 
Note: The responses were in a 5 point Likert scale where 1 implied “didn’t affect me at all” and 
5 “strongly affected me”.  
 
Of all the 400 respondents, over half (51.8% of the responses were positive) stated that they were 
affected by the cost/price level in the area in making the decision to visit the park. The result 
further revealed that 42.6% of the respondents were affected to visit the park due to 
weather/climate, followed by natural attractions/scenery (35.8%). On the other hand, 
fame/reputation (50.3% of the responses were negative), different customs/culture (49.5%), and 
opportunity for adventure (47.8%) were not found to be deciding factors in making the decisions 
to visit the park. Factor analysis was conducted on the 16 items measuring the park’s attributes.  
Using the criterion of Eigen values equal or greater than 1.00, three dimensions were extracted 
which accounted for 53.2% of the variance (Table 2).  
 
Table 2  
Factor Analysis of Destination Attributes Measure 
 Factor loading 
scores 
% of variance Cronbach’s α 
Dimension 1:  Destination 
environment 
 
37.62 
.82 
Weather/climate .80   
Wilderness/remoteness .76   
Personal safety  .65   
Local infrastructure/transportation .58   
Different customs/culture .55   
Accessibility  .54   
Cost/price level in the distribution 
area 
.42  
 
Dimension 2: Atmosphere   9.30 .79 
Quality of service .75   
Opportunity for adventure .73   
Fame/reputation .69   
Lack of language barrier .59   
Exotic atmosphere .57   
Restful/relaxing .56   
Dimension 3: Tourism resource   6.32 .67 
Hospitality/friendliness/receptiveness .70   
Tourist sites/activities offered in the 
area 
.60  
 
Natural attractions/scenery .59   
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The first dimension was labeled “Destination Environment” which consisted of the following 
seven variables: cost/price level in the distribution area, wilderness/remoteness, weather/climate, 
local infrastructure/transportation, personal safety, accessibility and different customs/culture. 
This accounted for the largest amount of variance at 37.6%. The factor loading scores for these 
items ranged from 0.42 to 0.80. The second dimension was labeled “Atmosphere”, which 
consisted of six attributes (quality of service, opportunity for adventure, fame/reputation, 
language barrier, exotic atmosphere, restful/relaxing) with factor loading scores between 0.56 
and 0.75. This dimension accounted for 9.3% of the variance. Three attributes (Hospitality/ 
friendliness/ receptiveness, tourist sites/activities offered in the area, natural attractions/scenery) 
belonged to dimension three and was labeled “Tourism Resource”. This dimension accounted for 
6.3% of the variance with factor loading scores ranging from 0.59 to 0.70. All the items under 
the three dimensions achieve a high internal consistency as indicated by Cronbach’s α values of 
.82, .79, and .67, respectively. 
 
3.2 Visitor Satisfaction 
There were five satisfaction statements that asked the respondents to describe their feelings 
regarding the visit to Lake Nakuru National Park (Table 3).  
 
Table 3 
Visitor Satisfaction after Experiencing the Park (n=400) 
 Strongly 
Disagree 
Neutral Strongly 
Agree 
Mean S.D. 
My choice to visit the park was a wise 
one 
5.0 3.0 11.5 26.5 54.0 4.22 1.09 
The park delivered high satisfaction 10.8 10.3 20.0 26.0 33.3 3.60 1.32 
My expectations about the park were 
met after visiting 
10.0 9.8 21.0 30.0 29.3 3.59 1.28 
I think I did the right thing when I 
visited the park 
5.0 6.0 17.8 35.3 36.0 3.91 1.11 
Overall I am satisfied with Lake 
Nakuru National Park as a tourist 
8.3 6.5 22.0 28.8 34.5 3.75 1.23 
 
 
It is evident that the majority of the respondents (80.5%) agreed that their choice to visit the park 
was a wise one, while only 8% disagreed with this statement. It was also stated by 59.3% of the 
respondents that the park they visited delivered high satisfaction. However, 59.3% of the 
respondents disagreed that their expectation about the park were met after the visit. The findings 
also revealed that 71.3% of the respondents who participated in this study agreed that it was the 
right choice to visit the park with only 11% disagreeing with this statement. This implies that the 
majority of the respondents were happy that they made the choice to visit lake Nakuru National 
Park and not any other destination. Overall, 63.3% of the respondents were satisfied with Lake 
Nakuru National Park as a tourist, with the mean of 3.75. 
 
Factor analysis was conducted on the five items measuring visitor satisfaction. According to the 
result, one dimension was extracted, and factor loading scores ranged from 0.53 to 0.85 
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(accounted for 58.4% of the variance). Cronbach’s α value was 0.82, which was well above the 
acceptable level of 0.6.  
 
3.3 Revisit Intentions 
Finally, the respondents were asked to state the actions they would take in the future based on 
their overall experience at Lake Nakuru National Park. Findings shown in Table 4 indicates that 
over half (60.5%) of the respondents are likely to consider the park as the first choice among 
other tourism destinations to visit in the future, whereas 19% did not (x= 3.56). 59.5% of the 
respondents will visit the park again in three years, but 20% of the respondents said they are not 
likely to visit the park again in three years. This item had a mean value of 3.62 with standard 
deviation of 1.28. 
 
Table 4 
Respondents’ revisit Intention (n=400) 
 Not at 
all 
likely 
  Very 
likely 
Mean SD 
Consider the park as the first choice among 
other tourism destinations to visit in the 
future 
10.5 8.5 24.0 29.0 31.5 3.56 1.27 
Visit the park again in three years 9.0 11.0 20.5 28.0 31.5 3.62 1.28 
 
3.4 The Relationships 
Multiple regression and linear regression analyses were used in order to examine the 
relationships between variables. Mean scores were computed for each dimension derived from 
the factors, and they were used in testing relationships between the factors.  
 
3.4.1 Destination Attributes and Visitor Satisfaction 
Result from a multiple regression analysis revealed that there was a very weak negative 
relationship between “Destination Environment” (β=-0.08, t=-1.12, p=.26) and visitor’s level of 
satisfaction, and it was not found to be statistically significant. With regard to the dimension of 
“Atmosphere”, the results indicated that there was a significant but weak negative relationship 
between the dimension and visitor’s level of satisfaction (β=-0.28, t=-4.60, p=.00).  
 
However, there was a weak positive effect of “Tourism Resource” on visitor’s level of 
satisfaction (β=0.318, t=4.85, p=.00). That is, the park staff’s hospitality and friendliness, tourist 
sites/activities offered in the area, and natural attractions/scenery influenced visitors’ satisfaction 
positively. 
 
3.4.2 Visitor Satisfaction and Revisit Intention 
Linear regression analysis was performed to examine the influence of tourist satisfaction on 
visitors’ repeat visit intention to Lake Nakuru National Park. The results disclosed that visitor 
satisfaction had a strong positive and significant influence on their repeat visit intention to Lake 
Nakuru National Park (β=0.70, t=19.60, p=.00). This confirms the results of many previous 
researches that once the visitors are satisfied with a destination, it is highly likely that they will 
visit the destination again in the future. 
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4.0 Discussion and conclusions 
This study sought to establish the role of destination attributes and visitor satisfaction on tourist 
repeat visit intentions to Lake Nakuru National Park, Kenya. This section presents discussions 
and conclusions based on the findings presented in the previous section. 
 
The main research questions of this study were “Do certain environmental and cultural attributes 
of a destination make tourist satisfied when they visit?”, and “how significant are these attributes 
in determining visitors’ satisfaction and their intentions to revisit the destination?” The findings 
revealed that respondents rated high on cost/price level in the destination, weather/climate, 
natural attraction/scenery, and tourist sites/activities as attributes that affected them the most in 
visiting the park. On the other hand, different customs/culture was rated as the least significant 
attribute that affected their visit. This may be due to the fact that almost half (48%) of the visitors 
are repeat visitors, and they are already accustomed to the customs and culture of the area. It was 
also found out that destination attributes are affecting visitor satisfaction only slightly. 
Specifically, “Destination Environment” dimension of destination attributes construct was found 
not to be significantly related to visitor satisfaction, and “Atmosphere” and “Tourism Resource” 
dimensions were found to be slightly related to visitor satisfaction. In fact, items that belonged to 
“Atmosphere” dimension (quality of service, fame/reputation, opportunity for adventure, etc.) 
were found to affect visitor satisfaction in a negative way. Based on these findings, it can be 
recommended that the park enforce the image of the destination as a nature based and adventure 
attraction, as these tend to influence visitor’s decisions to visit the park. The park also needs to 
work on adventure programming, service quality, and destination branding, as lack of these were 
found to affect visitor satisfaction negatively.  
 
Brand extension is a strategy used to capitalize on a name already embedded in the customers’ 
mind. Competitive pressure has led destinations to an ever increasing number of product 
launchings, and brand extensions, which eventually became a reliable means to increase sales 
quickly and at a relatively low cost (Aaker & Keller, 1990). Brand extension has become a 
powerful tool for tourist destination marketers because a brand can identify and distinguish the 
destination by creating a positive identity and image for a destination that ties tourists to it 
emotionally. It also has power to increase brand loyal visitors. For Lake Nakuru National Park in 
Kenya, a unique image of a destination needs to be developed so that the potential visitors can 
associate it as an important brand that can influence the image of a destination positively and 
eventually stimulate their future visits. Differentiated destination image and brand extension are 
critical for survival of a destination within a globally competitive market where various 
destinations compete intensely.  
 
Findings of this study indicate that the respondents were in agreement that their choice to visit 
Lake Nakuru National Park was a wise one and that the park delivered high satisfaction. Also the 
majority (71.3%) of the respondents agreed that they did the right thing to visit the park and 
63.3% of the respondents were satisfied with Lake Nakuru National Park as a tourist site. In 
addition, the results as revealed by this study show a strong positive and significant influence of 
satisfaction on repeat visit intention to Lake Nakuru National Park (β=0.70, t=19.60, p=.00). This 
concurs with early studies by Jang & Feng (2007) whose findings claim that satisfaction 
influenced intention to visit in the short term. However, there is another argument by Beigne, et 
al. (2009) who state that in a competitive market, even satisfied customers may switch to a rival 
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destination because of the opportunities to achieve better results. This implies that the lake 
Nakuru National Park managers should come up with strategies to enhance visitor retention. As 
shown in the previous studies on repeat visitations and confirmed in this study, there is a positive 
relationship between satisfaction and repeat visit intentions. By enhancing already high tourist 
satisfaction, revisit intention of tourists to Lake Nakuru National Park can be increased. 
Considering that tourism in Kenya is the second largest source of foreign exchange earnings, the 
findings have important practical implications to the management of Lake Nakuru National Park, 
the Government of Kenya, and researchers.  Based on these findings, therefore, the following 
recommendations are made. 
 
I. Even with positive responses in visitor satisfaction, more than half (59.3%) of the 
respondents still state that their expectations were not met after experiencing the park. It may 
be due to the fact that the park is over-promoting that the visitors are coming with higher 
hopes than the park can provide. Therefore, the park should portray itself accurately and 
articulate what they have to offer in their promotional materials, which will increase visitors’ 
satisfaction level even higher.   
II. It is recommended that the park management enhance their destination image by addressing 
the issues on the destination attributes (quality of service, opportunities for adventure, 
language barrier, and exotic atmosphere, restful / relaxing) that negatively affected visitors’ 
satisfaction. They may improve the quality of service such as prompt service at the entrance, 
and deploying well-trained and efficient front line service staff who are aware of the needs of 
international visitors and able to communicate in one or two major foreign languages other 
than English such as Chinese, French and Japanese. The management may introduce 
authentic adventure and cultural activities with the participation of the local communities 
such as the Masaai, Kikuyu, Kalenjin and Luo in order to enhance satisfaction by providing 
more opportunities for adventure. The park management can also provide a lounge or a rest 
area where visitors can rest, relax, and refresh after visiting the park and can purchase 
souvenirs and handcrafts which will symbolically remind them of their visit to Lake Nakuru 
Park and encourage positive word of mouth and to return in the future.  
III. Finally, tourist information offered through printed media and the website should be 
provided in other languages as well such as Chinese, Japanese, Russian, French and Italian 
among others in order to increase and diversify visitor base. As educational visitors 
accounted for 27.8% of the respondents, the management can also create partnerships with 
schools and universities within the country and around the region.     
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